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ANALISIS PENGARUH CONTENT MARKETING TERHADAP 

CUSTOMER ENGAGEMENT SERTA DAMPAKNYA PADA 

REPURCHASE INTENTION 

(Survei Pada Followers Instagram @Hijoo.id) 

 

Mustika Desi Rahmadhan 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh content marketing terhadap 

customer engagement serta dampaknya pada repurchase intention. Penelitian ini 

menggunakan pendekatan kuantitatif deskriptif dengan metode survei melalui 

kuesioner online yang disebarkan kepada followers Instagram @hijoo.id 

menggunakan simple random sampling dengan perolehan sampel sebanyak 102 

responden. Teknik analisis data yang digunakan adalah uji instrumen, analisis 

statistik deskriptif, uji asumsi klasik, analisis korelasi, analisis jalur, analisis 

determinasi, uji hipotesis, dan uji parameter dengan menggunakan SPSS. Hasil 

penelitian menunjukkan bahwa content marketing berpengaruh positif dan 

signifikan terhadap customer engagement dengan kontribusi sebesar 62,1%, 

customer engagement berpengaruh positif dan signifikan terhadap repurchase 

intention dengan kontribusi sebesar 42,9%, dan content marketing berpengaruh 

terhadap repurchase intention yang dimediasi oleh customer engagement. 

 

 

Kata kunci: Content marketing, customer engagement, repurchase intention, 

instagram, analisis jalur 
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ANALYSIS OF THE INFLUENCE OF CONTENT MARKETING ON 

CUSTOMER ENGAGEMENT AND THEIR IMPACT ON REPURCHASE 

INTENTION 

(Survey On Instagram Followers @Hijoo.id) 

 

Mustika Desi Rahmadhan 

 

ABSTRACT 

 

This study aims to analyze the influence of content marketing on customer 

engagement and their impact on repurchase intention. This research uses a 

descriptive quantitative approach with a survey method through an online 

questionnaire distributed to Instagram followers @hijoo.id using simple random 

sampling with a sample acquisition of 102 respondents. The data analysis 

techniques used were instrument test, descriptive statistical analysis, classical 

assumption test, correlation analysis, path analysis, determination analysis, 

hypothesis test, and parameter test by using SPSS. The results showed that content 

marketing had a positive and significant effect on customer engagement with a 

contribution of 62,1%, customer engagement has a positive and significant effect 

on repurchase intention with a contribution of 42,9%, and content marketing affects 

the repurchase intention mediated by customer engagement. 

 

 

Keywords: Content marketing, customer engagement, repurchase intention, 

instagram, path analysis 
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